Abstract. Each profession and the image of its representatives
Introduction
Lately nobody doubts any more that one of the key factors that determines the attitude of the society towards a particular institution or a profession is the image which, in its turn, associates with success and popularity. Image creation is understood as a continuous, planned activity requiring considerable resources, efforts and desire.
Every profession and the image of its representatives are being assessed taking into consideration the specifics of the activity, the environment, the existing stereotypes and the attitudes towards it (Drūteikienė & Mackelo, 2010) . The activity of the supervisor is a new one in Lithuania therefore a lot of stereotypic attitudes appear in respect of the supervisor's profession. That means it is very important to find out what supervisor's image have the supervisors themselves, and what are the expectations of the counselled ones in respect of the professionals in this field.
It should be noted that the image is gradually being created, is continuously controlled and enhanced (Uzienė, 2011; Ali-Choudhury et al., 2009) , therefore it has to be improved and developed. A negative image is created when the knowledge on image formation is absent, or because of a casual attitude towards the activity being performed. Changing of the image is difficult; it requires not just a lot of efforts, but quite considerable financial resources as well. Aiming at creation of a planned professional image rather than a spontaneous one, the
Image concept
The conception of the image is investigated through different aspects: strategic management, personnel management, organisations, psychology, communication etc. The concept of the image comes from the Latin word "imago", which joins two meanings "imitari" (imitate) and "aemulor" (endeavour). The image is an emotional conception of goods or of a service determined by social -psychological conception (Čereška, 2004 (Čereška, , Pranulis, et al., 2012 ; that means it is an impression constructed purposefully and consciously (Mikalkevičienė & Laurinčiukienė, 2009) . At first sight, it might appear that it is very simple to define the image, but, analysing scientific literature, very frequently the concept of reputation is used together with the image and/or as synonymous concepts. Analysing scientific research studies, it is possible to distinguish two schools in the image and the reputation concepts. The first school considers those concepts identical, i.e., synonymous (Alevesson, 1998; Dichter, 1985; Dowling, 1986 Dowling, , 1993 , the other group of schools treat the concepts as different (Ali-Choudhury et al., 2009 , Safon, 2009 , Šontaitė & Lydeka, 2010 . In the opinion of the authors, the reputation is based on perception/understanding about an organization/person, which is formed in a course of time and is basically focussed on what the person does and what is his/her behaviour. Unlike reputation, the image is formed based on the newest beliefs. The reputation develops in a course of time, it cannot be created so fast as it can be done with the image. Even more, an organisation/a person may have good reputation (for e.g.: supplying excellent products), but have a bad image. That means that the image might be created much faster and simpler than a reliable reputation. Some scientists consider the image as a constituent part of the identity, since the identity is associated with understanding of a profession or SOCIETY. INTEGRATION. EDUCATION Proceedings of the International Scientific Conference. Volume IV, May 27 th -28 th , 2016. 379-390 381 an organisation, and the image is an impression of the profession or of the organisation. Thus, the image is a picture of the profession existing in the minds of the audience -what idea comes to one's mind when hearing the name of the profession. The image may be created when the reputation must be deserved. Consequently, there is a two-sided subordination, we create the reputation ourselves, but poor reputation has influence also on the image; the same is with the image: it is tough to deserve the reputation when the image is poor. Professional reputation is based on demonstration of "high professional standards" (Cournoyer, 2008) , as well as on responsible behaviour (Eisenegger, 2009 ). According to Eisenegger (2009) , the reputation is more than functional competence, it is a moral dimension.
The image is the value of the service for an individual or for a group of individuals (Roberts, 2009) . Very often the image is determined by the conception, thinking and feelings of other persons. R. Chun (2005) defines the reputation as the top of the umbrella, and the identity and the image as the constituent parts. The image is understood as the conception of the profession by the interested subjects; the identity as the self-perception of the representatives of the profession, the reputation as the picture of the inside and outside.
In other words, the image is defined as the created and formalised identity presented to the segments of external environment and forming as the result of conception process of different addressees (Lakačiauskaitė, 2012) . The image concept defines the whole rather than individual traits, i.e., the solid picture which is formed in human minds (Dichter, 1992) .
Every supervisor, as a representative of the profession, becomes the carrier of the supervisor's image. The professional image of the supervisor may be investigated as a personal image, paying attention to the professionalism of the individual, since this phenomenon as a social-psychological phenomenon, first of all associates with human inter-relationship, conception and assessment. Scientists indicate the competence, self-confidence, stability, self-control, morality, leadership traits, optimism, adaptability, conflict solution and communication skills as assumptions for formation of positive Professional image (Drūteikienė & Mackelo, 2010) . The specialists of public relations, summarising opinions of different authors, state that the image is considered as the whole of conceptions, imagination, ideas and feelings which a person or a group of persons have in respect of a particular phenomenon or of a particular item (Uzienė, 2011) . The image as a specific phenomenon is named as: a condition for seeking of success and stability; as a precondition for easier access to various new possibilities (financial, people, information etc.); a guaranty of reliability and superiority in competition; as an initial contribution to the future.
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Without any doubt, defining the supervisor's image, it is possible to define it from the cognitive prospect, i.e., personal feelings in respect of the supervisor and as a communication process, which relates to the information that is spread about the supervisor.
Since the supervisor's activity is new in Lithuania, and its nature determines continuous changing and development through adapting to changing conditions of the society. Therefore it is especially important to develop a planned image, rather than a spontaneous one; it has to be thought over, and to create the image formation strategy, which would help to assess oneself in respect of the environment and to set the key goals of one's activity
Discription of reserch process
The research was carried out from September 2014 to April 2015. The research was organised in three steps. In the first step, with the purpose of highlighting of the factors that influence formation of the image, an analysis of secondary sources was performed. Scientific books and scientific magazines, internet materials were used. It should be noted that only the informational sources required for the research, guarantying reliability and well-founded were selected. Based on the information from the secondary sources, during the second step three groups of informants were surveyed. The scope consisted of 18 persons from different regions of Lithuania and from different groups: five supervisors, six managers that had had supervision in their organisations and seven informants that had no supervision experience (Table 1) . Since the image can be divided into the visionary, the real and the desired: the visionary image -when the object is believed to have a particular image but that is not true; the real one -what others see about the person and the desired image -the image aimed at to be developed (Drūteikienė, 2007) ; therefore different groups of informants were selected. The number of the informants was determined following the principle of data saturation.
The informants with no experience of supervision were introduced to the concept of supervision and only after that they presented their answers. A structured interview was used for collection of research data. For the analysis of the results the content analysis method was used: 1) the texts of the respondents were read and the key aspects represented by phrases and words were distinguished, the categories were separated; 2) the nominal elements were identified; 3) the nominal elements were divided into sub-categories; 4) interpretation of the content data. A theoretical approach that the text presented by the informant is a content analysis when the material of educational diagnostic research reflects the personal reflection process as the essential aspect of experience-based learning, was followed (Žydžiūnaitė et al., 2005) .
The research was performed following all principles of the ethics mandatory for research. During the research, it was attempted to make no moral, psychological or any other damage to the informants. For the purpose of the confidentiality, the informants were granted codes to secure their anonymity.
Factors that influence the supervisor's image formation
An analysis of the informants interviews confirms statements of scientists that exogenous factors and the inner characteristics of the supervisor form the image of the supervisor. Exogenous factors, such as price of the service, age, experience, looks and recommendations influence the image of the supervisor. Inner characteristics mean inner traits of the consultant and his/her posture, values, world-view, competence.
Exogenous factors. Representatives of all the three groups agreed that the price is important part of the image of a good service. The supervisors related the piece with the self-esteem of the supervisor and the value of the service for an organisation: "Price represents supervisor ' 
" (S5).
Both informants, with and without the experience of supervision, emphasized the influence of the price on the quality of the service: "<..
.> I don't believe that a cheap service is attractive" (TS2); "higher price means better quality. A good supervisor cannot be bought for a low price." (NS1); "Price is important, but it should not be very low, since it brings questions about the quality" (NS5).
Both informants, with and without the experience of supervision, asserted that they, when selecting a service, would not go neither for a very high price nor for a very low one: "Market price does exist, one knows the price of consultancy"
(TS5). "Price shall correspond to the price level of similar services on the market." (NS3); "...the average, neither the highest nor the lowest." (NS7);
The image of a consultant is inherent with maturity and the presence of life experience. In the opinion of the supervisors, life experience is important: "I believe that older, having life experience, supervisors are more appreciated" (S4). The informants that had supervision experience estimated the age of the supervisor as one of the criterions of reliability of the supervisor: "...
age <...>in supervising directly relates with the image," (TS1); "Anyway, I would opt for a more mature age, because of bigger life experience, better organisation/ responsibility skills, ..." (TS2); "...feeling life experience, gained and /or already applied knowledge is important in communication." (TS6).
The informants that have no experience of supervision stated that they opt to choose a supervisor with life experience, middle-aged or close to the same age group: "..
.close to my age, since it is personal and professional experience." (NS1); "age (from 40 to 50), because experience and qualification is already present" (NS1); "the priority is over 40, it associates with the experience aspect, the maturity of a human being, and it helps in the context of relationship." (NS4).
For the informants without experience of supervision, the older age associates with categorical attitudes, and the young age -with the lack of experience: "..
.I would not like to go to an older supervisor, since they are very formatted and categorical (it is not the number of years, but the way of thinking is old fashioned), I would go to a younger than me one, because the vision better corresponds to the pulse" (NS2);"Very young ones cause doubts about the experience."(NS3).
According to the supervisors, the experience in supervision is an inseparable part of the supervisor's image: "Everything is linked together -. 
.>...though I would go for someone that has experience (NS4); "Experience is the key element" (NS5); "Experience is very important" (NS3); "It is important" (NS6); "People must be strong and have experience. The person shall be a teacher to you. <...>Experience in consultancy: it is important but not critical. Experience relates to the price of the service, the less experience, the lower the price (NS7).
Both informants with experience and without it agreed that the experience of work with well-known companies is inseparable from experience: "I would like to be supervised by those that have experience of work with elite managers...<...>Anyhow, our elite manager is demanding, they will not buy anything, so this would give me some trust in him, but, most probably, he would not supervise me. But it would be bloody interesting, since they must have solved more than one complex dilemmas. <..
.> (TS4); "Work experience with known companies..." (NS3); "I do care about work experience,…experience buys methe supervisor must have seen everything from all angles, and nothing else matters for me."(NS4);
Our appearance, especially attractiveness and constitution are significant for efficiency of communication process. It is especially important when we meet the client for the first time (Baršauskienė et al, 2007) .
Clothes not just protect against negative factors of the environment but also are one of non-verbal communication signs. The importance of clothes is gradually decreasing, but this just confirms assumptions that in the initial step of According to the supervisors, the supervisor's outfit not just simplifies establishment of the contact with the client, but also presents the attitude of the supervisor towards the work and the client and it may influence the dynamics of the supervision process and forward the creation of the desired relationship: "Appearance makes the first impression and shows the attitude towards the work and the client. I believe the appearance should not upstage the clients. I think the outfit should be to some level matched to the groups of clients. <.
.>The outfit, in my belief, may provoke dynamics. On the other hand, a geared up supervisor may inspire with his/her set-up"(S4); "And as regards the outfit -the first meeting is very important and the outfit is not the least important; I establish a relationship through it." (S5).
Those that had the experience of supervision were less demanding towards the appearance/outfit of the supervisor. Two informants stated that the supervisor should dress neatly, since this creates business-like atmosphere: "<...>hairstyle, outfit (neat, not 
" (S5).
In the opinion of those that have supervision experience, it is also important that the supervisor is self-confident, has inner appeal and charm, is sincere and open, and has a shuddering eyesight: "it is important that the head of supervision is 
." (NS2).
The informants that have the experience of supervision and those that do not have it defined the values/world-views that the supervisor should follow.
